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The research on advertising media credibility is really essential and will have a 
great effect on advertising effect measurement.This research uses the focus discussion 
group and questionnaire surveying methods to discover the factor structure of 
advertising media credibility. There are three steps. The first step is to gather the items 
of questionnaire through the discussion group. The second step is to construct the factor 
structure of media credibility and try to check the reliability and validity. The third step is 
to check weather the adverting media credibility scale is effective or not through items, 
factors and scales effct checking. 
The results of the study are the followings: ①Advertising media credibility 
comprises 2 factors which are ‘Reality’ and ‘Influence’. The ‘Reality’ factor 
comprises 5 items & they are ‘Message is real’, ‘Message is correct’, ‘Message 
without deceiving attempt’, ‘No deceiving advertising’, ‘Advertising is not 
Exaggerated’. The ‘Influence’ factor comprise 3 items which are ‘Media coverage is 
wide’, ‘Being a focused media’and ‘Existing in a long history’. ②The factor 
structure of media credibility has a great reliability and validity. The cronbach α is 
more than 0.80 and the variance is more than 73.50% explained by two factors. ③
The scale of media credibility has a great validity. The evaluationon Chinese 
advertising media credibility shows that the concludtion given by scale measurement 
has a consistency with the the concludtion given by the onequestionnair scale. ④The 
average score range of chinese advertising media credibility is: CCTV-1, Southern 
weekend, China national radio, Phoenix Weekly, People.com,Tencent.com, TV 
Xiamen, Xiamen traffic radio, Cross-herald, Bosom friend, The City T channels, building 
advertisements, SMS, outdoor advertising.⑤The traditional advertising media is still 
very important in the media buying decision. 
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2.1.2  媒介可信度的因子结构 
Hovland, Janis & Kelley（1953）在探究可信度这个概念时，提出了“专业”
和“信赖”2个因子。Kelman（1965）拓展了Hovland等人的研究，认为媒介可信
度不仅包括属于认知层面的“专业”、“信赖” 2个因子，而且包括属于情感层










































Meyer &West研究发现的“相信”因子,与Gaziano & McGrath的“报导可信度”
因子有不少重叠，也能涵盖Berlo等人所说的“资格”和“安全”因子，以及
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表1  西方关于媒介可信度因子结构研究的主要成果 
研究者 时间 测量因子构成 对象层级 
Hovland & Weiss 1951 专业性、可信赖性 个体传播者信源
MaCorskey 1966 权威性、性格 个体传播者信源




Markham 1968 严谨、看头、可信赖性 电视主持人 
Whitehead 1968 可信赖性、专业性、 
能力、活力性、客观性 
个体传播者信源
Jacobson 1969 真实性、客观性、活力性、愉悦性 媒介渠道 
























Infante 1980 可信赖性、专业性、活力性 渠道可信度 
Burgoon,et.al 1981 能力/信任、人情味/监督、偏见/煽情 媒介机构信源 
VendenBegr,et.al 1981 友好的性格、可信赖性、 
权威性、能力、竞争力、熟悉度 
非媒介机构信源




































Sundar 1996 准确、信任、偏见、公平、客观 媒介机构信源 
Johnson & Kaye 1998 信任、公平、准确、信息深度 媒介机构信源 
MeCroskey & Teven 1999 善意、能力、可信赖性 人际、个体传播
者信源 
Flanagi & Metzger 2000 信任、准确、值得信任、偏见、完整 媒介机构信源 











较相信报纸，女性较相信电视(Westley & Severin, 1964; Carter & Greenberg, 1965; 







































说，越常使用某一种媒介，越会倾向认为该媒介比较可信（Westley & everin, 1964; 
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